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PERSONAL
Who is your biggest professional mentor? 
Sanjiv Goenka (RPSG; learnt business acumen, ambi-
tion and speed of decision making), Nitin Paranjape 
(Unilever; learnt humility and role of business in creating 
large social impact), Sanjiv Kakkar (Unilever; learnt team 
building and go-to-market strategy), Shiv Shivakumar
(Aditya Birla Group, ex-Unilever; learnt strategy and 
communication), Yuri Jain (ex-Unilever; learnt how your 
own purpose can drive social impact to scale), Tarun Puri 
(Nike, ex-Unilever; learnt trust and delegation) and Nikhil 
Sen (Unibic, ex-Britannia; learnt values and passion).

If not a brand marketer, what would you be?
Possibly a sportsperson or a coach.

Name a brand (other than your own) you admire. Why?
Apple, for its disruptive innovations, business models, 
simplicity of use despite being high-tech.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Maintain the level of dynamism, disruption and pace.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are more aware and conscious of what they 
eat. This is influencing their choices. 

Which product segment out there impacts trends in 
your category most? Why?
Eating well, feeling good, and looking good is gaining 
importance across age groups and SECs.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
We use TV, digital and in-store communication. But there 
is a stronger push for digital in metros, and a stronger 
push for distribution in Class C outlets in Tier II and III, 
along with indirect distribution at lower price points.  
Even the hardware used for in-store visibility varies.

MARKETING
What’s the toughest part of being a brand marketer?
To continuously learn, experiment, and re-evaluate  
choices to stay relevant and engaged.  

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
The build-up of Too Yumm! was very slow a few months 
into its launch. It was an FMCG start-up with low  
awareness and credibility; it was difficult to get even a 
toehold in the market. If we continued in an organic way, 
we would be nowhere close to expectations. Then, we 
made a high-investment decision to get Virat Kohli as 
brand ambassador. There was only one problem – we 
were not resourced for this! But we got permission from 
Mr. Sanjiv Goenka. What followed was an intense collab-
oration with agency partners and a big campaign. It de-
livered the impact that changed the course of the brand.   
 
As a marketer in the digital age, what is your biggest 
nightmare?
Delivering on the brand matrices that matter.  

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Snacking is a large category worth over `22,000 crore 
and is deeply penetrated with over 7.7 million outlets.  
Hence, TV remains the most efficient lead medium for us. 
We use a lot of digital too, primarily in metros and Class I 
towns. Our investment in print and OOH is the least.
 
Are the best creative minds still in advertising?
The best creative minds need to be in advertising and 
thankfully they are.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
The one must-have quality of an agency is the ability to 
collaborate with different external experts, and not be 
constrained by what they can do by themselves internally.

Are you open to paying agencies a pitch fee?  
There should be a pitch fee. It sends a message that the 
stakes are high and demands seriousness from agencies.  

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It will be limiting to work with just one full-service creative 
agency. 
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